Stakeholder engagment

by Alhaji Abubakar Bangura

Submission date: 19-Apr-2026 08:22PM (UTC+0100)

Submission ID: 280209486

File name: 61257_Alhaji_Abubakar_Bangura_Stakeholder_engagment_728688_1581113921.docx (100.7K)
Word count: 5431

Character count: 36120



Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David

%

%
g

TiA (Hons) Leadership and Management
Skills for the Workplace

Understanding and Engaging Stakeholders in a Global Hospitality
Service Launch

Student Name: Alhaji Abubakar Bangura

?mdem Number: 2428995

Course Name: Understanding and Engaging Stakeholders — LCLM35001
Lecturer Name: Mohammad Rahman

Session: February 2025 Term

Submission Date: 28 April %26




Executive Summary

This report examines the st older engagement strategy for the StaySmart+ service launch
at Hilton Hotels & Resorts, one of the world's leading internationgghotel groups. StaySmart+
is an innovative premium guest experience platform integrating artificial intelligence (Al)-
driven interaction tools, personalised travel planning, and sustainability-focused amenities. The
rollout is scheduled across selected Hilton properties globally within six months. As Project
Manager, this report identifies and categorises key stakeholders, applies appropriate
engagement frameworks including the Power/Interest Matrix, RACI Matrix, and the 4Cs
Model, and critically evaluates the benefits, challenges, and ethical dimensions of stakeholder
engagement in a cross-cultural hospitality context. The report concludes with evidence-based
recommendations to sustain stakeholder engagement and maximise business performance
outcomes.
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ﬂmductiun

Hilton Hotels & Resorts, founded in 1919 by Conrad Hilton, stands as one of the most recognisable

prestigious hotel brands in the world. Headquartered in McLean, Virginia, USA, with its principal UK
operational hub in central London, Hilton operates over 570 hotels in more than 100 countries and
territories, encompassing more than 216,000 rooms across its core brand (Hilton, 2024). The company
employs approximately 180,000 team members globally and serves tens of millions of guests annually
through its award-winning Hilton Honors loyalty programme, which boasts over 180 million members.
Hilton's operational activities span the full spectrum of the hospitality sector, including luxury
accommodation, food and beverage services, meetings and events, wellness, and digital guest services.
The company operates under multiple flagship brands including Waldorf Astoria, Conrad Hotels,
DoubleTree, Hampton Inn, and Curio Collection, enabling it to serve diverse market segments from
economy travellers to ultra-luxury clientele.

In the context of an increasingly competitive global hospitality landscape, Hilton has consistently
positioned itself at the forefront of technology adoption and service innovation. The proposed
StaySmart+ project represents the company's most ambitious digital transformation initiative to date —
a premium, Al-driven customer experience platform that integrates personalised travel planning, real-
time guest interaction tools, and sustainability-focused room amenities. The service is scheduled for
phased rollout across 50 selected Hilton properties in London, Dubai, New York, Singapore, and Tokyo
within a six-month timeline.

As Project Manager, the challenge extends beyond technical implementation. The successful adoption
of StaySmart+ requires the systematic identification, engagement, and alignment of a broad and diverse
array of internal and external stakeholders, each with distinct interests, expectations, and levels of
influence over the project's outcomes. meman's (1984) foundational stakeholder theory posits that
organisations must identify and manage the relationships and expectations of all parties who atfect or
are affected by their activities. This principle is central to the strategy outlined in this report.

SMART Objectives for StaySmart+ Rollout: (1) Launch StaySmart+ across 50 Hilton properties
globally within six months of project initiation; (2) Achieve 80% staff training completion rates across
all pilot hotels within four months; (3) Attain a minimum Net Promoter Score (NPS) of 70 among pilot
property guests within three months post-launch; (4) Reduce energy consumption by 15% at pilot
properties through Al-optimised sustainability features within 12 months; (5) Ensure 100% regulatory

compliance with GDPR and local data protection legislation prior to launch.




%imatiunal Analysis

2.1 SWOT Analysis
The SWOT analysis below provides a structured appraisal of Hilton's internal capabilities and external

environment in the context of the StaySmart+ launch.

STRENGTHS WEAKNESSES

* Global brand recognition and loyalty programme + High operational complexity across diverse

(Hilton Honors) markets

» Established technology infrastructure across ¢ Resistance to change among frontline staff
570+ properties * Varying digital readiness across properties

» Strong financial resources enabling R&D -« Potential data privacy risks with Al integration
investment

» Experienced management team with cross-

cultural expertise

OPPORTUNITIES THREATS

* Growing demand for personalised guest -« Increasing competition from boutique and tech-
experiences driven hotels

* Rise of sustainability-conscious travellers * GDPR and data regulations across multiple
* Post-pandemic travel recovery and luxury jurisdictions

market growth * Economic instability affecting travel spending

. Al/technology partnerships enabling « Cybersecurity threats to Al-enabled systems

competitive advantage

2.2 PESTLE Analysis

Political: The hospitality industry operates within a complex patchwork of national and supranational
regulatory frameworks. Hilton's operations in the UK are subject to post-Brexit regulatory divergence
from the European Union, while its properties across the EU must comply with the General Data
Protection Regulation (GDPR). In the Gulf states and Southeast Asia, differing technology governance
frameworks present compliance challenges for Al-enabled services (Johnson and Turner, 2016).
Economic: The global economy is characterised by continued inflationary pressures and elevated
interest rates as of early 2026, contributing to cautious consumer spending in certain markets. However,
the luxury and premium travel segments have demonstrated resilience, with high-net-worth travellers
maintaining strong demand. Hilton's diversified revenue streams provide a buffer against regional

economic volatility (Enz, 2010).




Social: Post-pandemic guest expectations have fundamentally shifted. Travellers now prioritise health,
wellbeing, seamless digital experiences, and sustainable accommodation. The rise of the 'experience
economy' (Pine and Gilmore, 1999) means that guests increasingly seek personalised, memorable stays
rather than mere transactional accommodation. StaySmart+ directly addresses these evolving social
preferences.

Technological: Rapid advances in artificial intelligence, natural language processing, and loT (Internet
of Things) are enabling unprecedented levels of personalisation in hotel services. Al concierge tools,
smart room controls, and predictive maintenance systems are transitioning from competitive
differentiators to table-stakes offerings. However, integrating these technologies with legacy hotel
management systems poses significant technical risks (Buhalis, 2019).

L al:ﬁtﬂ protection legislation, including the UK Data Protection Act 2018 and EU GDPR, imposes
%it requirements on the collection, processing, and storage of guest data. The use of Al in guest
interactions raises additional considerations around algorithmic transparency, bias, and informed
consent. Employment law across multiple jurisdictions will also affect the implementation of
technology-assisted workforce management tools.

Environmental: The hospitality sector is under growing pressure from guests, investors, and regulators
to reduce its environmental footprint. Hilton's LightStays sustainability platform already tracks energy,
water, and waste reduction across its portfolio (Hilton, 2024). StaySmart+'s sustainability-focused
amenities — including Al-optimised energy management and waste reduction features — align with
both Hilton's stated environmental commitments and the broader imperative of the United Nations

Sustainable Development Goals (SDGs).




3. Keyﬁakehulder Identification and Categorisation

Freeman (1984, p. 46) defines a stakeholder as 'any group or individual who can affect or is affected by
the achievement of the organisation's objectives.' For the StaySmart+ project, stakeholders can be
categorised across two principal axes: internal (those within Hilton's organisational boundary) and
external (those operating outside the organisation but materially affected by its activities).
3.1 Internal Stakeholders
Executive Leadership Team: The CEO, CFO, and Chief Operating Officer hold ultimate
accountability for strategic direction and capital allocation. Their active sponsorship is essential to
securing budget approval, overcoming institutional inertia, and signalling organisational commitment
o the project.
IT Department: The technology team is responsible for developing, integrating, and maintaining the
Al platforms, data infrastructure, and cybersecurity protocols that underpin StaySmart+. Their technical
expertise is non-negotiable for successful delivery.
Product Development and Innovation Team: This cross-functional team leads the design of the guest
experience features, coordinates with technology partners, and manages the product roadmap through
agile development cycles.
Marketing and Sales Department: Responsible for building brand awareness of StaySmart+,
developing market-specific promotional strategies, and communicating the value proposition to both
existing loyalty programme members and prospective guests.
Human Resources and Training Department: Accountable for designing and delivering
comprehensive staff training programmes to ensure confident adoption of the new system across all
operational roles.
Finance Department: Oversees budget management, financial modelling of projected returns, and
procurement processes for technology partnerships.
Front-Line Hotel Staff: Guest-facing employees — including receptionists, concierge, housekeeping,
and food and beverage staff — are the ultimate ambassadors of StaySmartt. Their day-to-day
interactions with guests will determine whether the service is experienced as seamless or frustrating.
3.2 External Stakeholders

uests and Loyalty Programme Members: The primary beneficiaries and end-users of StaySmart+.
Their feedback, adoption rates, and overall satisfaction levels are the most direct measure of project
SUCCESS.
Technology Partners and Suppliers: Third-party Al vendors, sustainability technology providers, and
data infrastructure partners whose reliable performance is critical to service delivery.
Regulatory Bodies: Government agencies and data protection authorities across operating markets that
must be kept informed of data governance practices and compliance measures.
Investors and Shareholders: Financial stakeholders who monitor the ROI implications of major

capital investments and require transparent reporting on project milestones and commercial outcomes.




Local Communities: Host communities around Hilton properties, particularly in markets where the
sustainability credentials of StaySmart+ are publicly prominent, have a legitimate interest in the

environmental and social impact of the service.




9 Roles, Responsibilities, Benefits and Challenges of Key Stakeholders

4.1 Stakehulderpuwer.'lnterest Matrix
Mendelow's (1991) Power/Interest Matrix is one of the most widely applied frameworks for prioritising
stakeholder engagement. [t maps stakeholders along two axes — their level of power to influence the

project and their degree of interest in its outcomes — generating four distinct management strategies.

Quadrant Stakeholders | Engagement Strategy

Executive Leadership, IT Department, Manage closely — regular 1:1 meetings,
High Power

Product Development Team, Finance co-creation workshops, detailed
High Interest .

Director progress reports

. . Keep satisfied — periodic executive
High Power Regulatory Bodies, Board of Directors, . .
summaries, compliance updates, ROI

Low Interest Major Investors
dashboards
Low Power Front-line Staff, Local Community Keep informed — newsletters, training
High Interest Groups, Guest Panels sessions, feedback surveys
Low Power Low General Public, Media, Suppliers Monitor — press releases, public
Interest (secondary) communications as needed
4.2 EACI Matrix

The RACI Matrix (Responsible, Accountable, Consulted, Informed) is an established project

governance tool that clarifies ownership and communication obligations across key project activities

(Smith, 2019).

Project Exec.
Activity Marketing | HR/Training | Finance
Manager Leadership
Project planning &
. R/A C E I Cc 1
scoping
Technology
development (Al A R C I C 1
tools)
Staff training
C I R I I

programme




Marketing &

T A I R I C 1
communications
Budget approval p I 1 I C R/A
Sustainability

A R 1 I I C

compliance
Pilot site selection @A C C C I C
Go-live & launch R/A C R C I A

Note: R = Responsible, A = Accountable, C = Consulted, [ = Informed.

4.3 Benefits Brought by Stakeholders

Each stakeholder group contributes unique value to the StaySmart+ project. The executive leadership
team provides the strategic mandate and resource authorisation without which large-scale innovation
projects stall (Kotter, 1996). The IT department brings the technical knowledge required to translate
conceptual designs into functional Al systems that can integrate with existing property management
software. Marketing and Sales translate the service's innovations into compelling narratives that drive
guest trial and adoption.

Front-line staff are perhaps the most underestimated source of stakeholder value. Their proximity to
guests provides real-time intelligence about service failures and opportunities for improvement that no
data analytics tool can replicate. Academic research consistently demonstrates that organisations that
actively engage operational employees in innovation processes achieve superior implementation
outcomes (Bowen and Lawler, 1995). Similarly, guest participation in beta testing and co-design
activities generates the feedback loops necessary to ensure StaySmart+ genuinely addresses real guest
needs rather than assumed ones.

4.4 Challenges Faced by Stakeholders

Stakeholder engagement in a global hospitality project also generates significant challenges. A primary
concern is resistance to change. Kotter and Schlesinger (2008) identify@f—intemst, misunderstanding,
low tolerance for change, and differing assessments of the situation as the principal sources of resistance
in organisational change initiatives. For Hilton's front-line staff, particularly those in markets with
strong union representation or where job security concems are pronounced, the introduction of Al-
driven services may be perceived as threatening rather than enabling.

Cultural diversity adds a further layer of complexity. Hofstede's (1980) seminal research on national
cultural  dimensions  highlights that power distance, uncertainty avoidance, and
individualism/collectivism significantly shape how employees and guests in different markets respond

to technological change. For instance, the high power distance cultures prevalent in Gulf states and parts




of Asia may create implicit pressure on staff not to raise concerns about implementation challenges,
which can obscure critical feedback from frontline operations.

Regulatory complexity across multiple jurisdictions creates compliance risk. The divergent approaches
to Al regulation emerging in the EU (the EU Al Act) and the UK (the ICO's Al and Data Protection
framework) require dedicated legal resource and potentially market-specific adaptations to the service

architecture (Information Commissioner's Office, 2023).




5. Stakeholder Engagement Frameworks and Models

5.1 Stakeholder Engagement Plan

A structured engagement plan operationalises the theoretical frameworks discussed above into
actionable activities, timelines, and accountabilities. Building on the AA1000 Stakeholder Engagement
Standard (AccountAbility, 2015) — a globally recognised framework for responsible and effective
stakeholder engagement — the plan for StaySmart+ is structured around three foundational principles:
inclusivity (ensuring the perspectives of all affected stakeholders are represented), materiality (focusing
engagement on issues that genuinely matter to both the organisation and its stakeholders), and
responsiveness (demonstrating that stakeholder input has been heard and acted upon).

The engagement plan distinguishes between different engagement intensities for different stakeholder
groups, ranging from one-way information provision for low-power, low-interest stakeholders to
intensive co-creation workshops for high-power, high-interest partners. This tiered approach ensures
that engagement resources are allocated efficiently while maintaining the legitimacy of the process
across all groups (Reed et al., 2009).

5.2 Communication Plan

Effective communication is the operational backbone of stakeholder engggement. The communication
plan for StaySmart+ is designed to ensure that the right messages reach the right stakeholders through

the right channels at the right time — the classic four Rs of strategic communication (Quirke, 2008).

Communication

Stakeholder Group Frequency Owner Purpose
Method
. Executive .
Executive Strategic
. dashboard, steering | Monthly Project Manager .
Leadership . alignment
committee
Sprint reviews, Technical
IT Department . . Weekly Project Manager .
technical meetings delivery
. Campaign  briefs, . . Brand
Marketing & Sales o Bi-weekly Marketing Lead .
digital updates readiness
. Training sessions, Adoption &
Front-line Staff Monthly HR Manager )
town halls readiness
Compliance
. . Regulatory
Regulatory Bodies reports, formal | Quarterly Legal/Compliance .
compliance

letters




Beta testing,
Feedback &
Guests/Customers surveys, Phase-based Marketing .
adoption
newsletters

5.3 The 4Cs Model as an Engagement Framework

The 4Cs Model — Communication, Collaboration, Consultation, and Commitment — provides a
holistic framework for managing stakeholder relationships throughout the project lifecycle. Developed
as a practical engagement model, it addresses both the transactional and relational dimensions of
stakeholder management (Clarkson, 1995).

Communication ensures that all stakeholders are kept informed of project progress, changes, and
decisions through appropriate channels. For StaySmart+, this encompasses formal reporting to the
board, technical sprint reviews with the IT department, and regular staff briefings.

Collaboration nvolves actively involving stakeholders in decision-making and problem-solving
processes. The project's co-design workshops with the product development team and guest panels
exemplify this principle, ensuring that the service reflects genuine stakeholder needs.

Consultation denotes structured processes for seeking stakeholder feedback before major decisions are
finalised. Consultation mechanisms for StaySmart+ include staff focus groups prior to training
programme design, guest surveys to inform feature prioritisation, and regulatory pre-consultations to
anticipate compliance requirements.

Commitment reflects the degree to which stakeholders are genuinely invested in the project's success.
Building commitment requires sustained relationship management, transparent communication about
risks and uncertainties, and demonstrable responsiveness to stakeholder concems — principles deeply

embedded in the broader literature on stakeholder theory (Freeman, Harrison and Wicks, 2007).




6. The Stakeholder Engagement Process and Conflict Management

6.1 Phase 1: Stakeholder Identification and Mapping (Months 1-2)

The engagement process commences with a comprehensive stakeholder identification exercise.
Drawing on Mitchell, Agle and Wood's (1997) influential typology of stakeholder attributes — power,
legitimacy, and urgency — all %ividuals and groups with a material stake in StaySmart+ are mapped
and prioritised. This mapping exercise 1n0t a one-time administrative task but an ongoing analytical
process, as stakeholder interests and power dynamics shift throughout the project lifecycle.
Stakeholder analysis workshops, facilitated by the Project Manager, bring together representatives from
each internal department to collectively identify known stakeholders, assess their interests and
influence, and flag potential areas of conflict or misalignment. The outputs of this phase directly inform
the development of the stakeholder engagement plan and communication plan.

6.2 Phase 2: Communication and Consultation (Months 2—4)

With stakeholders identified and categorised, the communication strategy is activated. For high-power,
high-interest stakeholders — the executive leadership team, IT department, and product development
team — the primary communication mechanism is the Project Steering Committee, which convenes
monthly to review milestones, resolve escalated issues, and reaffirm strategic alignment. Agile sprint
reviews held weekly with the IT team provide the technical granularity necessary for rapid course
correction.

For front-line staff, a structured consultation programme is critical. Staff focus groups, conducted in
each target market and facilitated in local languages where necessary, explore concerns about the impact
of Al-driven tools on working practices, job security, and service delivery quality. This aligns with the
principle of genuine consultation in the AA1000 Standard (AccountAbility, 2015), ensuring that staff
perspectives are not merely collected but demonstrably acted upon in refining the implementation
approach.

Guest consultation takes the form of a structured beta testing programme at two pilot properties — the
Hilton London Metropole and the Hilton Dubai Al Habtoor City — during Month 3. A purposively
sampled panel of 200 loyalty programme members across the two sites is invited to experience
StaySmart+ features and provide detailed feedback through a combination of in-stay surveys and post-
stay interviews. The insights generated feed directly into a product refinement cycle before the full
global rollout.

6.3 Phase 3: Collaboration and Co-Creation (Months 3-5)

The collaboration phase deepens stakeholder engagement from consultation to active co-creation.
Cross-functional innovation workshops bring together representatives from IT, marketing, HR,
operations, and guest panels to co-design the training curriculum, the guest communications strategy,
and the service delivery protocols for StaySmart+. This collaborative approach is grounded in Amstein's

(1969) ladder of citizen participation, which argues that meaningful participation requires genuine




power-sharing in decision-making rather than token consultation after key decisions have already been
made.

Technology partner collaboration is formalised through a dedicated Vendor Steering Group that meets
bi-weekly to review development milestones, address integration challenges, and ensure alignment
between vendor roadmaps and Hilton's implementation timeline. The Project Manager chairs this group,
maintaining clear accountability while ensuring that Hilton's contractual requirements are understood
and met by all supply chain partners.

6.4 Phase 4: Commitment Building and Change Management (Months 4-6)

Sustaining stakeholder commitment through the final stages of implementation is perhaps the most
demanding aspect of the engagement process.%tter's (1996) eight-step modeﬁorgﬂrﬁsational change
provides a useful framework for this phase. Specifically, steps 5-8 — empowering employees,
generating short-term wins, consolidating gains, and anchoring new approaches in culture — are
directly applicable to the StaySmart+ rollout.

The Project Manager's role in this phase is to ensure that early successes from the beta testing
programme are actively communicated across the organisation, creating a positive feedback loop that
reinforces commitment and reduces resistance. Staff champions — enthusiastic early adopters identified
within each pilot property — are recruited and empowered to act as peer influencers, embedding the
new service norms through informal social learning processes alongside formal training.

6.5 Managing Conflict Among Stakeholders

Conflict is an inherent feature of complex, multi-stakeholder projects (Boume and Walker, 2005). For
StaySmart+, potential sources of conflict include competing resource priorities between the IT
department and other business units, divergent views between marketing and operations about the pace
of the rollout, and tensions between corporate sustainability objectives and the short-term cost
considerations of individual property general managers.

s Project Manager, the approach to conflict management is informed by Thomas and Kilmann's (1974)
Conflict Mode Instrument, which identifies five conflict resolution styles: competing, collaborating,
compromising, avoiding, and accommodating. For strategic conflicts involving high-power
stakeholders — such as budget disputes with the Finance Director or scope disagreements with
Executive Leadership — a collaborating style, which seeks win-win solutions through open dialogue,
is most appropriate. For lower-stakes operational conflicts, a compromising approach — where both
parties make reciprocal concessions — is both efficient and relationship-preserving.

A formal escalation protocol is embedded in the project governance framework to ensure that conflicts
that cannot be resolved at project level are escalated promptly to the Project Steering Committee. The
protocol establishes a maximum resolution timeline of 72 hours for escalated disputes, minimising the
risk of prolonged conflict derailing the implementation schedule. Documenting all conflict resolution

processes also creates an institutional learning resource for future global rollouts.




In markets with significant cultural distance from Hilton's corporate headquarters, the Project Manager
works closely with local General Managers and HR Business Partners to navigate culturally specific
dynamics. For example, in high-uncertainty-avoidance markets such as Japan (Hofstede, 1980),
additional time and transparency are invested in the risk communication process to address staff
anxieties about the unpredictability of Al-driven service interactions. Conversely, in more
individualistic and low-uncertainty-avoidance markets such as the United States, communication
emphasises personal empowerment and career development opportunities afforded by mastering the

new technology.




glmpact of Stakeholder Engagement on Business Performance and Recommendations

7.1 Impact on Business Performance

The literature consistently demonstrates that effective stakeholder engagement is a positive predictor of
organisational performance outcomes across multiple dimensions. Jones (1995) argues that firms that
establish trust-based relationships with core stakeholders develop distinctive capabilities that are
difficult to replicate and confer sustained competitive advantage. For Hilton, the StaySmart+ launch
represents a high-stakes test of this proposition.

Guest Satisfaction and Loyalty: The most direct commercial impact of StaySmart+ is its effect on
guest experience quality and loyalty. Research by Parasuraman, Zeithaml and Berry (1994) in the
SERVQUAL framework demonstrates that guest gisfal:tiun is determined by the gap between
expected and perceived service quality. By personalising the guest journey through Al-driven
recommendations and sustainability features that resonate with contemporary traveller values,
StaySmart+ is designed to close this gap in Hilton's favour. A projected 15% improvement in NPS
scores at pilot properties would, based on industry benchmarks, translate into a measurable increase in
repeat booking rates and average daily rate (ADR) premiums (Reichheld, 2003).

Employee Engagement and Retention: Stakeholder engagement is not merely an external
communication exercise — its internal dimension is equally consequential. QOrganisations that invest in
genuine employee consultation and co-design during change programmes demonstrate higher rates of
employee engagement, lower absenteeism, and reduced staff turnover (Guest, 2017). For Hilton, where
front-line staff turnover is both a significant operational cost and a service quality risk, the HR-centred
engagement strategies embedded in the StaySmart+ rollout represent an investment in workforce
stability as much as technical capability.

Investor Confidence and ESG Performance: The integration of sustainability features within
StaySmart+ directly supports Hilton's Environmental, Social and Governance (ESG) reporting
commitments. Institutional investors increasingly assess hospitality companies not merely on financial
performance but on the credibility and measurability of their sustainability credentials (Eccles, loannou
and Serafeim, 2014). A successful StaySmart+ rollout, with quantifiable reductions in energy
consumption and waste, strengthens Hilton's ESG narrative and supports premium valuation multiples.
Regulatory Compliance and Reputational Capital: Proactive engagement with regulatory bodies and
rigorous compliance with data protection legislation pre-empts regulatory risk and preserves
reputational capital. In an era where data breaches and Al ethics controversies attract intense media
scrutiny and regulatory sanction, Hilton's transparent and structured approach to compliance
management is a tangible risk mitigation strategy (Information Commissioner's Office, 2023).
Operational Efficiency: The Al-optimised components of StaySmart+ — including predictive
maintenance alerts, energy management systems, and demand-responsive staffing tools — are expected
to generate measurable operational cost savings at pilot properties within the first year. Drawing on

Hilton's LightStays sustainability data, the modelling underpinning the business case projects a 15%




reduction in energy expenditure and an 8% reduction in preventive maintenance costs at Al-enabled
properties (Hilton, 2024).

7.2 %uummendﬂﬁnns

Based on the analysis presented in this report, the following recommendations are made to strengthen
stakeholder engagement and maximise the commercial and organisational impact of the StaySmart+
launch:

Recommendation 1 — Establish a Dedicated Stakeholder Engagement Office (SEO): Given the
scale and complexity of the StaySmart+ rollout across multiple international markets, a permanent SEO
function, embedded within the Project Management Office, should be established to oversee ongoing
stakeholder mapping, communication, and conflict resolution. This operationalises the engagement
frameworks described in this report and ensures institutional continuity beyond the initial six-month
implementation phase.

Recommendation 2 — Embed Co-Design as a Standing Practice: The co-creation workshops piloted
during StaySmart+ should be institutionalised as a standard feature of Hilton's service innovation
process. Research by Prahalad and Ramaswamy (2004) on value co-creation demonstrates that
organisations that systematically involve customers and employees in product development generate
higher levels of market differentiation and stakeholder loyalty. A structured annual innovation forum
— bringing together guests, staff, technology partners, and sustainability advocates — would sustain
this practice beyond the current project.

Recommendation 3 — Develop a Culturally Adaptive Communication Framework: Hilton's global
footprint necessitates that all stakeholder communication strategies are systematically adapted for
cultural context. Drawing on Hofstede's (1980) cultural dimensions and Lewis's (2006) cultural types
model, a Cultural Adaptation Toolkit should be developed by the HR and Communications teams to
guide market-specific adjustments to messaging, consultation processes, and change management
approaches in each StaySmart+ rollout market.

Recommendation 4 — Implement a Real-Time Stakeholder Sentiment Dashboard: Technology
now makes it feasible to monitor stakeholder sentiment in real time through social listening tools,
employee engagement pulse surveys, and guest feedback analytics. Implementing a unified Stakeholder
Sentiment Dashboard — integrated with Hilton's existing CRM and HR systems — would enable
Project Manager and leadership team to identify emerging concerns and respond proactively before
they escalate into significant conflicts or reputational issues.

Recommendation 5 — Strengthen Ethical Governance for Al: As StaySmart+'s Al components
generate and process increasing volumes of sensitive guest data, a robust Al Ethics Committee should
be established with cross-functional membership including Legal, IT, HR, and an independent external
ethics advisor. This committee should develop and publish clear policies on algorithmic transparency,

data minimisation, and bias prevention, aligning Hilton's Al govemnance with the emerging standards




of the EU Al Act and the UK ICO's guidance on responsible Al (Information Commissioner's Office,
2023).

Recommendation 6 — Evaluate and Learn Through a mst-lmplementaﬁun Review: A
comprehensive Post-Implementation Review (PIR) should be conducted six months after the full global
rollout of StaySmart+. The PIR should systematically evaluate stakeholder engagement effectiveness
against the SMART objectives established at project initiation, identify what worked well and what
could be improved, and produce a documented lessons-learned report to guide future Hilton global
service launches. This institutionalises organisational learning and ensures that the intellectual capital

developed through StaySmart+ creates lasting value for the enterprise.




8. Conclusion

This report has presented a comprehensivesqgkeholder engagement strategy for the launch of Hilton's
StaySmart+ premium Al-driven guest experience service. Drawing on Eeeman's (1984) foundational
stakeholder theory, Mendelow's (1991) Power/Interest Matrix, the AA 1000 Stakeholder Engagement
Standard, the RACI Matrix, and the 4Cs Model, the report has demﬂnstratedﬂat effective stakeholder
engagement is not merely a procedural requirement of project management but a strategic capability
that directly determines whether transformative service innovations succeed or fail.

The analysis has identified a rich and complex stakeholder ecosystem for the StaySmart+ project,
encompassing internal champions — from executive sponsors and IT engineers to front-line hospitality
staff — and external partners including technology vendors, regulatory authorities, investors, and the
guests whose experience the service is ultimately designed to transform. Each stakeholder group brings
distinct value and faces distinct challenges; managing this diversity requires the application of
differentiated, culturally sensitive, and ethically grounded engagement strategies.

The critical evaluation of stakeholder engagement's impact on business performance has demonstrated
that this investment generates measurable retums across multiple dimensions: guest satisfaction and
loyalty, employee engagement and retention, investor confidence, regulatory compliance, and
operational efficiency. The six recommendations presented — from establishing a Stakeholder
Engagement Office to implementing an Al Ethics Committee — provide a forward-looking roadmap
for sustaining and deepening stakeholder relationships beyond the immediate project lifecycle.

In conclusion, the success of StaySmart+ at Hilton Hotels & Resorts will be determined not by the
sophistication of its Al algorithms or the elegance of its user interface alone, but by the quality of the
relationships that the Project Manager and the broader Hilton team build with the full spectrum of
stakeholders whose knowledge, support, and engagement are indispensable to bringing the service to
life. As Freeman, Harrison and Wicks (2007, p. 9) argue, 'value creation for stakeholders is both the
means and the end of effective management' — a principle that lies at the very heart of the StaySmart+

engagement strategy.
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